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Antecedents of Consumer Brand Loyalty in the Chilean Wine Industry 
 
Abstract 
     The wine industry has become fiercely competitive worldwide, and consumers are increasingly 
exposed to a wider range of wines in retail outlets. Therefore, wineries need to develop and build 
consumer loyalty toward their brands. The authors empirically test a model of wine brand loyalty 
in a Latin American context which considers wine brand trust, brand satisfaction, wine knowledge 
and wine experience as antecedents. Hypotheses are tested with structural equation modeling 
(SEM). Findings show that wine experience is positively related to brand trust and brand 
satisfaction. In addition, results show that consumer satisfaction with a wine brand is the strongest 
driver of brand loyalty.  
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Antecedents of Consumer Brand Loyalty in the Chilean Wine Industry 
  
1. Introduction 
     In the last decade, the wine industry has become fiercely competitive on a global scale, and 
consumers are increasingly offered a wider choice of wines in retail outlets (Gluckman, 1990). 
Whilst wine consumption is growing, production continues to outpace consumption resulting in an 
oversupply of wines (Wine-Institute, 2010). This increasing competition has led wineries to seek a 
better understanding of consumer preferences and needs, and formulate marketing strategies aimed 
at developing consumer loyalty (Cerda, Alvarado, Garcia & Aguirre, 2008).  
     From the supply perspective, the wine industry has changed focus from old world wines of 
France, Italy, Germany and Spain, to new world wine producers, such as Chile, Argentina, 
Australia, New Zealand, United States, and South Africa (Felzensztein, 2002; Olsen, Thach & 
McCampbell, 2007). These new wine countries are expanding internationally with quality wines at 
very competitive prices. They have increased their total share of world exports from 6 per cent in 
1990 to over 20 per cent in 2000, largely at the expense of the traditional producers in Europe 
(Wine-Institute, 2010). 
     Chile is the fourth largest wine exporter in the world, and the largest in Latin America. 
Particularly, during the last two decades, the Chilean wine industry has shown great dynamism in 
terms of international market expansion and wines from Chile have found their way to consumers 
all over the world. Natural endowments, commercial and technological inputs from abroad, and a 
favorable business climate has resulted in a doubling of output since 1990 (Visser, 2004). Chile is 
now the 10th largest wine producer in the world, and the 5th largest exporter (Moffett, 2010; Wine-
Institute, 2010). Around 70 per cent of the wines produced in Chile are exported (Euromonitor, 
2009), and the industry is expected to continue to grow due to the innovativeness and 
professionalism demonstrated by managers of the Chilean wineries (Economist, 2010).  
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     Wine is regarded as a complicated product from the view point of consumers (Johnson & 
Bruwer, 2007). The highly unique and complex nature of wine as a product category results in 
noticeable particular consumer choice processes for wine compared to other consumer goods in the 
literature (Lockshin, Jarvis, d'Hautville & Perrouty, 2006). At the point of purchase, consumers are 
presented with numerous varieties and brands of domestic and imported wine.  In this competitive 
context, wineries face increasing difficulties in differentiating their products. Thus, a sound 
branding strategy and understanding of the key drivers of wine choice and the corresponding 
motivations underlying those decisions is not only of scholarly interest, but essential for wine 
marketing managers. 
     Research in New Zealand and Australia shows that several factors impact consumer decision 
making when purchasing wine, including: brand name, brand region, grape variety, winemaker, 
and specific vineyard (Lockshin & Albisu, 2006; Lockshin, Mueller, Louvier, Francis & Osidacz, 
2009; Quester & Smart, 1996). Amongst these factors, wine brand is one of the most important 
influencers of consumers’ wine choice, considered above price and quality (Lockshin et al., 2009). 
Building a strong brand is one of the most important goals of brand management and provides 
several benefits to a firm, including: less vulnerability to competitive marketing actions, larger 
margins, greater intermediary co-operation and support, and brand extension opportunities (Aaker, 
1996; Keller, 2003). Brands are key resources sustaining competitive advantage and play a major 
role in today’s competitive environment (Hall, 1992). Thus, an important strategy for wine firms is 
how to achieve consumer brand loyalty.  
     Brand loyalty has been previously defined as “the attachment that a customer has to a brand” 
(Aaker, 1991, p.39). Loyalty is both attitudinal, in terms of intent to purchase, and behavioral, 
through word of mouth referrals and repeat purchase. Although attracting new customers is 
essential for any company, retaining current customers is more desirable and much less expensive 
(Reichheld, Markey Jr. & Hopton, 2000). Research shows that loyal customers are more profitable 
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because they spend more and are less price sensitive (Reichheld et al., 2000). Nevertheless, scant 
research exists on wine brand loyalty within the wine marketing literature.  
     This study contributes to the current knowledge on wine branding in two ways. Firstly, a 
conceptual model of plausible antecedents of wine brand loyalty is developed. Drawing from 
branding theory, the authors hypothesize that brand trust and brand satisfaction are relevant drivers 
of brand loyalty in the wine industry. Furthermore, the research team proposes that wine brand 
trust and satisfaction are influenced by consumers’ wine knowledge and experience. This model is 
tested using data collected from a survey of Chilean wine consumers to specifically address wine 
brand loyalty. Confirmatory factor analysis (CFA) is used to develop the construct measures and 
structural equation modeling (SEM) is used to test the proposed model. The findings of this study 
contribute to a better understanding of the driving forces of wine brand loyalty in a Latin American 
context. 
 
2. Literature Review and Hypotheses Development 
     The main factors that influence consumer’s wine purchasing decisions are: specific 
characteristics and attributes of the wine product, current or previous wine consumption 
experience, and characteristics internal to the individual such as product knowledge and 
experience, as well as psychological factors (Bruwer, Saliba & Miller, 2011; Cox, 2009; Dodd, 
Laverie, Wilcox & Duhan, 2005; Hall, Binney & O'Mahoney, 2004; Hussain, Cholette & Castaldi, 
2007). Specifically, brand name, the quality and taste of the wine, price, awards, wine knowledge, 
and the advice of family and friends, affect wine choice (Batt & Dean, 2000; Hall, Lockshin & 
O'Mahoney, 2001; Hussain et al., 2007; Martinez-Carrasco, Brigarolas & Martinez-Poveda, 2005; 
Quester & Smart, 1996; Schamel, 2006). Furthermore, wine decision making is often regarded as 
involving a high level of risk (Lacey, Bruwer & Li, 2009), thus consumers often seek information 
cues to assist in the purchasing decision, such as price, variety, style, brand name, region, label, 
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package, and recommendations (Batt & Dean, 2000; Hall et al., 2001). Among these, research in 
Australia identifies the wine brand as the most important decision criteria (McCutcheon, Bruwer & 
Li, 2009; van Zanten, 2005).   
     Within the marketing discipline, a considerable body of literature argues that branding is the 
most important product or service attribute for consumers acting as a proxy for a number of 
attributes (e.g., Jacoby, Szybillo & Busato-Sehach, 1977). The wine brand helps simplify the 
decision making process (Lockshin & Albisu, 2006), and may mitigate the high level of associated 
risk for wine buying consumers (Bruwer, Li & Reid, 2002). Yet, little is known about what factors 
influence consumers’ loyalty to a wine brand. The literature on branding and loyalty provide the 
foundation for investigating the antecedents of wine brand loyalty. The authors propose that brand 
trust and brand satisfaction are antecedents of brand loyalty. At the same time, the research team 
proposes that consumer’s wine experience and knowledge influence wine brand trust and 
satisfaction. Figure 1 presents the proposed conceptual model, and the next section discusses the 
hypotheses.  
Figure 1 here 
 
2.1 Wine Brand Loyalty: 
     Brand loyalty is defined as “a deeply held predisposition to re-patronize a preferred brand or 
service consistently in the future, causing repetitive same brand purchasing despite situational 
influences and marketing efforts having the potential to cause switching behavior” (Oliver, 1999, 
p. 34). This definition emphasizes the two components of brand loyalty that have been described in 
the literature: behavioral and attitudinal loyalty. Behavioral, or purchase, loyalty comprises 
repeated purchases of the brand, whereas attitudinal brand loyalty includes a degree of 
dispositional commitment towards the brand (Chaudhuri & Holbrook, 2001). For this study, the 
focus is on behavioral loyalty. 
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     The advantages for businesses of a high degree of brand loyalty are the ability to apply 
premium pricing policies, greater negotiation power in relation to distribution channels, reduced 
selling costs, greater barriers to new entrants into the product category, and the increased 
likelihood of success of brand extensions to related product categories (Reichheld & Teal, 1996). 
Loyal customers are often willing to pay a price premium for their favorite brands, can be easily 
persuaded to accept new usage situations, and tend to increase their spending on the brand 
intensively and extensively, enhancing the brand’s marginal cash flow and profitability (Davis, 
2002). Marketing communication costs can also be reduced by loyal customers who are already 
confident in the purchase decision and process information rapidly, reducing the need for 
instruments like sales promotions or advertising in comparison to brands with low loyalty. 
Moreover, satisfied and loyal clients tend to become brand advocates who provide brand exposure 
and reassurance to new customers through word of mouth communication. Brand advocates play a 
powerful role in the decision making of potential customers, who evaluate brands more positively 
if that brand is perceived as having a loyal customer base. Finally, in a Latin American context, 
Manzur, Olavarrieta, Hidalgo, Farías and Uribe (2011) found that loyal consumers towards a brand 
showed a weaker attitude towards private label brands in the same product category. 
 
2.2 Wine Brand Satisfaction 
     Brand satisfaction can be defined as how satisfied a consumer is with a particular brand (Oliver, 
1980), and is derived from the accumulation of his/her expectations of and experiences with the 
brand over time (Rockwell, 2008). Satisfied consumers are more inclined to repeat purchase and 
are less receptive to competitors’ offerings (Zeithaml, Berry & Parasuraman, 1996). Customer 
satisfaction is strongly related to customer loyalty (Chaudhuri & Holbrook, 2001; Oliver, 1999; 
Rust & Zahorik, 1993; Taylor & Baker, 1994; Zeithaml et al., 1996). That is, the literature 
suggests that a satisfied customer will tend to be more loyal to a brand over time. In particular, 
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Schultz (2000) highlights the importance of satisfying a customer in order to create behavioral 
(purchase) loyalty. 
     Dick and Basu (1994) propose that brand loyalty should be greater under conditions of more 
positive emotional mood or affect. Brands that make consumers happy, joyful, or affectionate, 
should encourage higher levels of behavioral loyalty, Thus, a satisfied customer tends to be more 
loyal to a brand over time than a customer whose purchase can be attributed to other factors such 
as time restrictions and information deficits. 
     Hypothesis 1: Wine brand satisfaction is positive related to wine brand loyalty. 
 
2.3 Wine Brand Trust 
     Brand trust is defined as “the willingness of the average consumer to rely on the ability of the 
brand to perform its stated function” (Chaudhuri & Holbrook, 2001, p.82). Consumers’ belief in 
the reliability and honesty of the brand increases brand trust. These beliefs may arise from feelings 
of familiarity with the brand based on previous interactions and experiences (Gefen, Karahanna & 
Straub 2003).  
     Trust is viewed as a determinant of satisfaction between partners (Anderson & Narus, 1990; 
Mohr & Nevin, 1990), and a driver of customer loyalty (Oliver, 1999). Trust can also be developed 
through a relationship with a brand, which becomes a substitute for human contact with an 
organization’s personnel (Sheth & Parvatiyar, 1995). Hiscock (2001, p.1) argues that “the ultimate 
goal of marketing is to generate an intense bond between the consumer and the brand, and the 
main ingredient of this bond is trust”. Consequently, brand loyalty is an important outcome of the 
ongoing process of continuing and maintaining a valued relationship, built on trust, between the 
brand and the consumer (Blackston, 1992; Chaudhuri & Holbrook, 2001).  
Trust is a cardinal driver of loyalty because every purchase decision involves some degree of 
risk, so consumers seek out trusted brands (Doney & Cannon, 1997). Trust reduces the uncertainty 
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in an environment in which consumers feel especially vulnerable because they know they can rely 
on the trusted brand (Bruwer & Wood, 2005). Brand trust is relevant to the wine context since the 
wine purchasing process is regarded as complex with a high level of associated risk (Lacey et al., 
2009). Therefore, brand trust may play a very important role in building and maintaining 
behavioral brand loyalty in a wine context (Doney & Cannon, 1997; Fournier, 1998). Based on the 
above theoretical analysis, the authors propose that brand trust impacts both brand satisfaction and 
brand loyalty. Thus, in a wine context, hypothesis two and three are proposed as follows: 
     Hypothesis 2: Wine brand trust is positively related to wine brand loyalty. 
     Hypothesis 3: Wine brand trust is positively related to wine brand satisfaction. 
 
2.4 Consumer wine knowledge and experience 
     Two antecedents of wine brand trust and wine brand satisfaction are proposed: wine knowledge 
and wine experience, which may also be described as wine familiarity. Consumer knowledge about 
a brand refers to a judgment process in which consumers scan their memory for cues in order to 
help them evaluate the brand (Guo & Meng, 2008). Consumer knowledge about brands’ honesty 
and dependability is shown to increase brand trust (e.g., Chaudhuri & Holbrook, 2001; 
Muthukrishnan & Weitz, 1991). Therefore, consumers with a high level of wine familiarity in 
terms of wine knowledge and wine experience will be more likely to have a high level of trust. 
Knowledge about a product or brand also increases the probability of customer satisfaction with 
that product or brand (Guo & Meng, 2008). Consumers’ beliefs about the brand being reliable, 
consistent, and competent leads to a greater level of brand satisfaction (e.g., Chaudhuri & 
Holbrook, 2001). Hence:  
     Hypothesis 4: Consumer wine knowledge is positively related to wine brand trust. 
     Hypothesis 5: Consumer wine knowledge is positively related to wine brand satisfaction. 
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     Brand experience is described as sensations, feelings, cognitions, and behavioral responses 
evoked by brand-related stimuli that are part of a brand’s design and identity, packaging, 
communications, and environments where the consumer has been exposed to the brand (Brakus, 
Schmidt & Zarantonello, 2009). Brand trust evolves from past experience and prior interaction 
(Garbarino & Johnson, 1999), developing over time as a result of experiential learning. Trust 
therefore summarizes the consumer’s experiences with the brand. As an experience attribute, brand 
trust is influenced by the consumer's evaluation of any direct (e.g., trial, usage) and indirect (e.g., 
advertising, word of mouth) contact with the brand (Keller, 1993; Krishnan, 1996). In addition, of 
these different brand contact points, the consumption experience is most relevant and important as 
a source of brand satisfaction, because they generate associations, thoughts, and inferences that are 
more self-relevant and certain (Dwyer, Schurr & Oh, 1987; Krishnan, 1996). Therefore, the 
following hypotheses are proposed:  
     Hypothesis 6: Consumer wine experience is positively related to wine brand trust. 
     Hypothesis 7: Consumer wine experience is positively related to wine brand satisfaction. 
     Based on schema theory (Sujan, 1985), Lurigio and Carroll (1985) suggests that people form 
abstract schemata from prior knowledge and then use them to build a body of experience. Prior 
knowledge of the product category determines the type of evaluation that a brand stimulus will 
evoke, and how confident a person is about the evaluation. Thus:  
     Hypothesis 8: Consumer wine knowledge is positively related to wine experience. 
 
3. Research Methodology 
     The conceptual model was tested using a sample of wine consumers located in Chile. The 
survey was initially pretested with a sample of twelve consumers, which resulted in minor changes 
to wording in some questions. The final pretested version of the questionnaire was sent 
electronically to a panel sample of approximately 1000 participants and yielded a total response of 
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302 completed surveys, with a response rate of 30%. After eliminating 2 cases with extensive 
missing data, 300 cases were used to test the proposed structural model.  
     The questionnaire asked respondents for general wine consumption habits and awareness of 
brands, such as occasions when they consumed wine rather than other alcoholic drinks, and 
primary place of purchase for wine, which brands of wine came to their minds easily, preferred 
variety and brands of wine, and their level of knowledge about wine. The questionnaire also asked 
respondents to evaluate their preferred brand on brand satisfaction, brand trust, brand loyalty, wine 
experience, and wine knowledge. The last section collected general demographic information. In 
this sample, 68.6% of respondents were male and 32.4% were female. The demographic 
characteristics of the participants are shown in Table 1.  
Table 1 here 
     The questionnaire used extant measures from the literature. Wine brand loyalty was measured 
by a 3-item Likert scale, adopted from Chaudhuri and Holbrook (2001), that focuses on behavioral 
loyalty. Wine brand trust was also measured by a 3-item Likert scale adopted from Chaudhuri and 
Holbrook (2001). Wine brand satisfaction was measured with a 3-item Likert scale adapted from 
Oliver (1980). Wine experience was measured by a 4-item Likert scale adapted from Murray 
(1985), and wine knowledge was measured with a 3-item Likert scale adapted from 
Muthukrishnan and Weitz (1991). To address common method bias, semantic differential scales 
and 5-point Likert-type scales were used (Podsakoff, MacKenzie, Lee & Podsakoff, 2003). The 
questionnaire also used both positively and negatively worded items to reduce common method 
variance. Subsequently, the questionnaire items were re-coded to make all the constructs 
symmetric. The sources of the construct measures and their operationalization indicators are 
provided in Table 2.  
Table 2 here 
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     Item-to-total correlations, the standardized Cronbach alpha measure, single measurement 
models, and confirmatory factor analysis (CFA) (with AMOS 19) were conducted for all 
constructs to test their reliability and validity. As per procedure in structural equation modeling 
(SEM), all measures in the CFA were used to test the proposed SEM model (Anderson & Gerbing, 
1991). The correlations, means, and standard deviations for the construct measures are shown in 
Table 3. 
Table 3 here 
 
4. Results 
     The results for general wine consumption habits and awareness of brands show that 45.3% of 
respondents select wine as their first preference of alcoholic drink, and the preferred variety is red 
wine (89.6%). According to the results, the main occasions for drinking wine are during a formal 
dinner with family and friends (44%), and a formal lunch with family or friends (32%). The main 
motivations for drinking wine mentioned by respondents were that wine goes well with food 
(37%), and to share with friends and family (33%). Most respondents prefer to purchase wine in a 
supermarket (58%) followed by specialized stores (17%), and 76% of respondents prefer to 
purchase local wine rather than imported.  
     Structural equation modeling (SEM) in AMOS 19 was used to test the proposed model and the 
hypothesized paths. The SEM analysis shows a good model fit (χ2/df=2.132(96), IFI=.957, 
TLI=.946, CFI=.957, and RMSEA=.062). Using Podsakoff and Organ’s (1986) procedure, factor 
analysis was conducted for all constructs and this revealed no single factor or any general factor 
that accounted for most of the variance in the independent and dependent variables. This supports 
the absence of common method bias variance. The results of the hypotheses testing are shown in 
Table 4.  
Table 4 here 
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     The results indicate that wine brand satisfaction is significantly and positively related to wine 
brand loyalty (β=.661, p=.000). Therefore, Hypothesis 1 is supported. However, wine brand trust 
is not significantly related to wine brand loyalty (β=.106, p=.119). Thus, Hypothesis 2 is not 
supported. For Hypothesis 3, the results show that wine brand trust is significantly and positively 
related to wine brand satisfaction (β=.479, p=.000). Therefore, Hypothesis 3 is supported. In 
relation to Hypothesis 4, the results indicate that wine brand knowledge is not significantly related 
to wine brand trust (β=-.103, p=.518). Therefore, Hypothesis 4 is not supported. For Hypothesis 
5, the results indicate that wine brand knowledge is not significantly related to wine brand 
satisfaction (β=-.172, p=.229). Therefore, Hypothesis 5 is not supported. For Hypothesis 6, the 
results indicate that wine brand experience is not significantly related to wine brand satisfaction 
(β=.410, p=.005). Therefore, Hypothesis 6 is supported. For Hypothesis 7, wine brand experience 
is significantly and positively related to wine brand trust (β=.346, p=.031). Therefore, Hypothesis 
7 is supported. Lastly, in relation to Hypothesis 8, the results indicate that wine brand knowledge 
is significantly and positively related to wine experience (β=.851, p=.000). Therefore, Hypothesis 
8 is supported. Figure 2 presents the final model with the significant paths.  
Figure 2 here 
 
5. Discussion 
     Increasing competition in the global wine industry has increased the need for wineries to 
develop wine marketing strategies to achieve repurchase and loyalty from consumers (Gluckman, 
1990). Building strong brands is one of wine marketing managers’ key strategic tools to 
accomplish this objective, as strong branding provides increased profitability and protection 
against competitors (Aaker, 1996; Keller, 2003). Thus, the objective of this study was to 
investigate and empirically test a conceptual model of wine brand loyalty in a Latin American 
context with a sample of Chilean consumers. 
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     The findings of this study indicate that consumer satisfaction with a wine brand is essential for 
building brand loyalty in the Chilean wine sector. Consumers that are more satisfied with a wine 
brand will be more likely to continue purchasing the brand. This finding is congruent with research 
conducted with other product categories, where consumer satisfaction is an important driver of 
loyalty toward a product or brand (e.g., Chaudhuri & Holbrook, 2001; Zeithaml et al., 1996). 
     The findings also show that brand trust impacts directly on brand satisfaction but does not have 
a direct effect on brand loyalty. This implies that higher levels of trust in a wine brand will 
increase consumer satisfaction with the brand, but not impact brand loyalty directly. The 
relationship between trust and satisfaction is supported in previous relationship research (Anderson 
& Narus, 1990; Mohr & Nevin, 1990). However, the findings of this research challenges previous 
research in different product categories supporting a direct link between trust and loyalty (Oliver, 
1999). This reveals that in the wine context, trusting a brand or developing a relationship with a 
brand is not sufficient for consumer repurchase and loyalty to the brand. According to the 
literature, trust is only relevant under conditions of uncertainty (Doney & Cannon, 1997). Thus, a 
possible explanation for the previous finding may be that within the wine industry in Chile, many 
brands may be perceived as trustworthy and relatively risk free. As a result, consumers might not 
feel particularly susceptible or at risk when choosing a wine brand. Consequently, higher levels of 
brand trust lead to higher levels of satisfaction with the brand, but not necessarily loyalty towards 
the brand. This contradicts previous research that finds that the wine purchasing process has a high 
level of associated risk (Lacey et al., 2009). The findings suggest that Chilean wine consumers 
perceive low levels of risk among local brands and may be willing to try new wine brands in the 
market, rather than stay loyal to a particular brand, in order to build up their wine knowledge and 
experience.  
Regarding the antecedents of wine brand trust and satisfaction, the findings show that wine 
knowledge has a positive relationship with wine experience, but does not have a direct effect on 
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wine brand trust or brand satisfaction. This implies that higher levels of wine knowledge do not 
necessarily lead to higher levels of trust or satisfaction with a wine brand, but indirectly impacts 
upon them by increasing the level of wine experience. In other words, in the wine sector, consumer 
brand trust or satisfaction arise not from having wine knowledge, but past experience and prior 
interaction with the wine brand (Garbarino & Johnson, 1999). This finding contradicts previous 
studies which claim that product knowledge leads to attitude outcomes such as satisfaction (e.g., 
Guo & Meng, 2008).  
     Overall, this study reveals that consumer satisfaction with a wine brand is a vital factor that 
wine marketing managers must consider in order to enhance wine brand loyalty in the Chilean 
context. Brand satisfaction incorporates the evaluation of tangible elements of the wine brand, such 
as quality, price, and trust, but also the emotional components of the brand experience, such as 
feeling ‘good’ and ‘happy’ about purchasing the wine brand. In addition, the findings imply that 
brand trust is a driver of brand satisfaction, so wine marketing managers must manage the brand 
image and performance to make sure that the brand is perceived as being consistent, reliable, and 
honest. Communication is the essential element in developing and maintaining the brand’s 
reputation, and marketing managers can contribute to this in terms of positive public relations by 
winning wine show medals and gaining publicity in wine/food magazines. Quality and pricing 
must support a consistent positioning of the wine brand to reflect standing in the market. Equally 
important are consistent brand advertising, expert endorsement on Web sites and blogs, together 
with a Facebook and Twitter presence.  
 
5.1. Theoretical and Managerial Implications 
     This study contributes to the literature by expanding the extant research on branding through an 
assessment of the antecedents of brand loyalty for a specific product category. In addition, this 
study empirically tests theories predominately developed in first world countries, in the context of 
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Chile, a rapidly emerging Latin American marketplace that increasingly attracts foreign suppliers. 
Finally, this study contributes to research regarding theoretical approaches to consumer behavior in 
Latin America by suggesting that consumers from Latin America may have similar characteristics 
to consumers from first world countries regarding brand loyalty (Hoskisson, Eden, Lau & Wright, 
2000).  
     This research therefore provides guidance for both Chilean and foreign wineries in their quest 
to build successful brand loyalty among consumers. The findings show that emotional elements 
and tangible elements both play an important role for building loyal consumers. Wine practitioners 
can use the findings of this study to formulate marketing strategies for building wine brand loyalty. 
This study is also valuable for wine exporters from foreign markets that want to enter this Latin 
American market.        
 
5.2. Limitations and Future Research  
     Several limitations may have affected the generalizability of the results of this study. First, this 
empirical investigation considers consumers’ self-reported perceptions of wine knowledge, 
experience, trust, satisfaction, and loyalty at a single point in time, rather than a longitudinal 
assessment. Although the response rate of participants was not very high (30%), this rate is similar 
to response rates reported by other import/export performance studies using electronic-based 
questionnaires (e.g., Diamantopoulos & Kakkos, 2007). With regard to limitations, this study was 
conducted in one country context, which affects the generalizability of the results. The findings 
could be further validated with replication in other Latin American contexts to strengthen the 
findings. In addition, future research could consider other antecedents to brand loyalty such as 
brand commitment and brand image. 
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Figure 1 Proposed conceptual Model of Brand Loyalty in the Wine Sector 
  
 
 
 
 
 
 
 
 
 
 
Figure 2 Final Model of Brand Loyalty in the Wine Sector 
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Table 1 Respondent demographic characteristics (N=300) 
Characteristics  Definition    Percentage (%)  
  
Gender   Male      68.6 
    Female     31.4 
 
Age    15-24        3.3 
    25-34      47.3 
    35-44      23.7 
    45-54      15.3 
    55-64        7.7 
65+        2.7  
           
Marital Status    Single      42.4 
    Single with children      4.3  
    Partnered without children   13.0   
    Partnered with children   40.1 
 
Education    School-Standard level      1.3   
    University Degree    28.4  
 University Higher Degree   68.5 
 Other        1.6  
 
Income    Upper class     15.0 
    C+      63.2 
     Middle Class     21.4  
    C-      0.33   
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 Table 2 Descriptive statistics  
Constructs Items Mean Sd. 
Wine Brand 
Loyalty 
(α = .776) 
Scale adapted from  
Chaudhuri & 
Holbrook (2001) 
I will buy this brand the next time I buy wine  3.7 0.8 
I always buy this same brand 2.9 1.0 
The next time I buy wine for a gift, I will this brand 3.3 0.9 
Wine Brand 
Trust 
(α = .805) 
Scale adapted from  
Chaudhuri & 
Holbrook (2001) 
This brand is safe 4.3 0.7 
I trust this brand 4.2 0.7 
This is an honest brand 3.7 0.80 
Wine Brand 
Satisfaction 
(α =.866) 
Scale adapted from 
Oliver (1980) 
My choice to get this brand has been a wise one 3.5 0.9 
I feel good about my decision to get this brand 3.5 0.9 
I am happy with this brand 3.3 0.9 
Wine 
Experience 
(α =.818) 
Scale adapted from 
Murray (1985) 
I have a great deal of experience in buying wine. 2.9 1.00 
I am familiar with many brands of wine 3.3 1.0 
I frequently shop for wine 3.4 1.1 
I have used or been exposed to wine a lot in the past 
 
3.0 1.1 
Wine 
Knowledge 
(α =.849) 
Scale adapted from 
Muthukrishnan and  
Weitz Barton (1991) 
How do you rate you knowledge of wine relative to other 
people? 
 
2.8 
 
0.8 
 
How do you rate your knowledge of wine relative to most        
of your friends? 
 
3.1 
 
0.8 
 
How do you rate you knowledge of wine relative to your 
family? 
 
3.1 
 
0.9 
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Table 3 Means, standard deviations, and correlation matrices 
 Mean Std. Dev. WBL WBT WBS WEX WKN 
WBL 3.3 0.8 1.00 0.43** 0.58** 0.20** 0.03 
WBT 4.1 0.6 0.43** 1.00 0.55** 0.25** 0.19** 
WBS 3.4 0.8 0.58** 0.55** 1.00 0.36** 0.27** 
WEX 3.0 0.8 0.20** 0.25** 0.36** 1.00 0.73** 
WKN 3.2 0.9 0.03 0.19** 0.27** 0.73** 1.00 
WBL= wine brand loyalty, WBT= wine brand trust, WBS= wine brand satisfaction, WEX= wine experience, 
WKN= wine knowledge. 
 
 
** Correlation is significant at the 0.01 level 
* Correlation is significant at the 0.05 level. 
 
 
 Table 4 Regression analysis 
Independent 
Variable 
 
 Dependent Variable Β 
 
p 
 
Hypotheses 
Wine Brand 
Satisfaction 
H1 Wine Brand Loyalty .661 *** Supported 
Wine Brand Trust H2 Wine Brand Loyalty .106 .119 Not supported 
Wine Brand Trust H3 Wine Brand Satisfaction .479 *** Supported 
Wine Knowledge H4 Wine Brand Trust -.103 .518 Not Supported 
Wine Knowledge 
 
Wine Experience  
H5 
 
H6 
Wine Brand Satisfaction 
 
Wine Brand Satisfaction 
-.172 
 
.410 
.229 
 
** 
Not Supported 
 
Supported 
 
Wine Experience H7 Wine Brand Trust .346 .031 Supported 
Wine Knowledge H8 Wine Experience .851 *** Supported 
χ2/df=2.132(96), IFI=.957, TLI=.946, CFI=.957, and RMSEA=.062 
Results significant at ***p <.01; **p< .05;* levels 
 
 
